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Abstract 
The aim of this research is to suggest methods for managing the 
relationships between firms through verifying the relationship between the 
market orientation, relationship commitment, and relationship effectiveness 
is the membership list of the Busan Port Authority, and the sample is 182 
which were extracted by random sampling. The methodology is as follows: 
Cronbach’s alpha, an exploratory factor analysis, a confirmatory factor 
analysis, a correlation analysis, and a structural equation model analysis. The 
implications of the results are as follows. First, intelligence dissemination 
and responsiveness have a positive influence on relationship commitment. 
Second, coordination, capability, and exchange have a positive influence 
on relationship commitment. Third, relationship commitment has a positive 
influence on sales effectiveness and development effectiveness. These 
results can be inferred as follows. They can achieve internal organizational 
performance and systematic performance which are in accordance with the 
acquisition of internal and external relationships on which market orientation 
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I. Introduction 
Manufacturing firms with a globalized value chain have the aim of 
structuring a competitive advantage in order to produce global manufacturing 
and selling systems through the intensive input of resources and achieve the 
optimum manufacturing position. As a result, they can supply high quality, 
low cost products for the global market in accordance with low manufacturing 
costs.1) In these circumstances, they perform business activities abroad to 
structure a competitive advantage and in consequence global supply chain 
management (SCM) makes an appearance as an important factor.2)
The activities of each participant as well as information transmission and 
physical movement of products between supply chain participants who are 
located in different countries, such as suppliers, manufacturers, distributors, 
and logistics service providers are included in supply chain. This involves 
partners: the former is concerned with downstream activities in which 
suppliers check the needs of manufacturers and manufacturers check the needs 
of distributors, because firms downstream become customers; the latter are 
internal objectives but concentrate on a plan, performance, and monitoring 
between supply chain partners. In this situation, the activities which connect 
supply chain participants are performed by logistics experts, such as third 
party logistics providers.3) Their logistics services have an influence on 
logistics management of manufacturers and, as a result, manufacturers depend 
4)
These environmental variances represent new opportunities for port 
services to reflect global supply chain strategy of manufacturers who are 
their customers. They should be able to achieve and ascertain customer needs 
through market orientation to enjoy a sustainable competitive advantage in 
the market. They should also provide customers with services which coincide 
with customer requirements in accordance with the global dispersion of the 
value chain and the global supply chain strategy of the manufacturers. Firms 
1) Jorgensen and Knudsen (2006), pp. 449-462.
2) Ritchie and Brindley (2002), pp. 110-116.
3) Lummus et al. (2001), pp. 426-431.
4) van Heok (2001), pp. 15-29.
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which respond immediately to these environmental variances can enjoy a 
sustainable competitive advantage in the market because they can structure 
differentiated services compared with competitors’ services.5)
Market orientation is recognized as an important factor in gathering 
market intelligence. It has been investigated from various viewpoints but 
in this research is divided into two aspects: one is an approach to market 
orientation from the viewpoint of innovation and the performance of market-
oriented firms on the basis of manufacturing systems,6) and the other is an 
approach from the viewpoint of service firms.7) Prior research has defined 
market orientation from three viewpoints8): one is a behavioral perspective,9) 
another is a cultural perspective,10) and the third is a systematic perspective.11) 
However, the first and the second perspectives are criticized for the aspect 
that both of the definitions have overlaps. On the other hand, a systematic 
which are not explained in the other two perspectives. This perspective 
involves the relationships between organizations, and is the basis of the 
research on the relationship between firms from the viewpoint of market 
orientation.
Market orientation is recognized as an important variable in improving 
firm performance.12) However, some research papers do not verify a direct 
influence between market orientation and performance.13) In this situation, 
the relationship between the two variables is in need of a parameter.14) If 
researchers approach from an inter-organizational perspective rather than 
a culture one, they could better explain the relationships between the two 
variables. From this viewpoint, port logistics firms which carry out global 
SCM to coincide with shippers’ needs should analyze the environment in the 
market and ascertain the level of services provided by them. They should 
also enhance the level of relationship commitment with shippers through 
5) Bae (2011), pp.61-90 ; Barney (1991), pp. 99-120 ; Peteraf (1993), pp. 179-191. 
6) Heiens and Pleshko (2011), pp. 19-34 ; Pelham (1997), pp. 276-296.
7) Chung et al. (2011), pp. 14-25 ; van Egeren and O’Conner (1998), pp. 39-58.
8) Becker and Homburg (1999), pp. 17-41 ; Helfert et al. (2002), pp. 1138-1139.
9) Kohli and Jawarski (1990), pp. 1-18.
10) Naver and Slater (1990), pp. 20-35.
11) Becker and Homburg (1999), pp. 17-41.
12) Bowen and Hedges (1993), pp. 21-28 ; Im and Workman (2004), pp. 114-132 ; Pelham (2000), pp. 48-67; Zeithaml et al. (1996), 
      pp. 31-46.
13) Choi and Bae (2007), pp. 397-413
14) Murray et al. (2011), pp. 252-269.
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and shippers could play the role of a parameter in the relationship between 
market orientation and performance. In this regard, this research will ascertain 
the market orientation of port logistics firms from the inter-organizational 
perspective to coincide with the global supply chain strategy of manufacturing 
firms and suggest methods for managing the relationships between firms 
following environmental variance through analyzing whether market 
orientation has an effect on commitment and effectiveness from the viewpoint 
of relationships. Therefore, the objective of this research is to suggest methods 
II. Literature Review
There are two aspects of literature review: the first is to explain market 
orientation of firms, and the second is to examine the commitment of the 
predicting variances in market requirements and better responding to market 
requirements compared with their competitors to enjoy superior benefits 
and a sustainable competitive advantage.15)
compared with competitors for long-term benefits. Firms which acquire 
a long-term competitive advantage in the market and, as a results, want 
to enhance performance should secure superior services compared with 
competitors which conform with the performance of successive activities, 
such as generating intelligence regarding the market, disseminating it within 
their organization, and improving their responsiveness as a result.16)
The prior research concerned with the concept of market orientation can 
be classified as having a behavioral perspective, a cultural perspective, and 
a systematic perspective. A behavioral perspective is shown in the research 
of Kohli and Jaworiski.17) They explain the concept of market orientation 
15) Kohli and Jaworski (1990), pp. 1-18.
16) Foley and Fahy (2009), pp. 13-20.
17) Kohli and Jaworski (1990), pp. 1-18.
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as focusing on the behavior of members of an organization concerned with 
intelligence. On the other hand, Naver and Slater18) conceptualize market 
orientation as customer orientation, competitor orientation, and inter-
functional coordination and define it as an organizational culture which 
customers with high value. However, their concept has been criticized 
regarding three aspects: it includes only customers and competitors and 
does not have technology and regulation as additional factors for attracting 
the needs and expectations of customers; it overlooks the speed with which 
market intelligence can be generated and disseminated within an organization; 
19) 
The third perspective (systematic) operates on the basis of a behavioral 
perspective but is directly connected with SCM for managing the relationships 
20)
From the viewpoint of SCM, researchers need to check two characteristics 
when ascertaining the market orientation of port logistics firms. First, they 
should investigate the activities of port logistics firms which are concerned 
with market orientation because their activities are different with the activities 
of manufacturing firms. Second, they should examine the relationship 
the activities that supply chain participants such as suppliers, manufacturers, 
customers, and service providers perform together to improve the market 
orientation in a whole supply chain system. The first involves the market-
activities in the relationships between firms. Therefore, they are concerned 
with the characteristics of relationships which have an influence on market 
orientation.
Market orientation is defined by Kohli et al. as intelligence generation, 
market dissemination, and responsiveness.21) First,
intelligence generation refers to the collection and assessment of both customer 
engage in this activity because each has a unique market lens.22) 
18) Naver and Slater (1990), pp. 20-35.
19) Lee et al. (1996), pp. 161-181.
20) Elg (2003), pp. 107-117.
21) Kohli et al. (1993), pp. 467-477.
22) Kohli et al. (1993), pp. 467-477.
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This means that intelligence generation is the starting point of market 
orientation and includes the analysis of external environment concerned 
with market intelligence which has an influence on customer needs and 
preferences. Second, 
intelligence dissemination refers to the process and extent of market information 
exchange within a given organization. Because the focal point of dissemination is the 
entire strategic business unit, attention should be balanced between both the horizontal 
(i.e. interdepartmental) and vertical transmission of marketplace information. 
Furthermore, the dissemination of intelligence occurs both formally and informally.23) 
responsiveness is action taken in response to intelligence that is generated and 
disseminated. On the planning side, the concern focuses on the degree to which 
marketplace needs play a prominent role in the assessment of market segments and 
development of marketing programs. Action on the basis of market intelligence 
captures the speed and coordination with which the marketing programs are 
implemented.24) 
Thus, responsiveness involves choosing a target market, providing 
customers with products and services which fulfill their present and latent 
needs, and producing, distributing, and promoting products and services for 
acquiring the friendly responses of customers.
Market orientation encompasses the superior technology or capability to 
give precedence to customer value for a long-term competitive advantage 
and benefits. There are three characteristics of market orientation: one is 
beliefs that benefits of customers should be considered ahead,25) another is 
value,26) and the third is the coordination of resources between departments to 
create superior customer value.27)
The research on market orientation is composed of various spectra, such 
as concepts and degrees of causality. In particular, a systematic perspective 
23) Kohli et al. (1993), pp. 467-477.
24) Kohli et al. (1993), pp. 467-477.
25) Desphand et al. (1993), pp. 23-27
26) Kohli and Jaworski (1990), pp. 1-18.
27) Naver and Slater (1990), pp. 20-35.
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from the viewpoint of Becker and Homburg and Elg is to stress market 
and Jaworski.28) This means that the conceptual definition is clear and the 
operational definition is definitely structured through prior research. It can 
be divided into a behavior level and a relationship level and applied to port 
perspectives on the basis of the concept of market orientation: a systematic 
perspective29) and a behavior perspective.30)
Commitment is a basic factor in successfully performing the policies and 
plans of organizations. Workers in a firm can create value concerned with 
achieving their duties through commitment, which could also guarantee the 
means intervention and cognition: the former is concerned with duties of 
31) Through 
their commitment, employees have an emotional attachment to their duties, 
participate in their duties, and achieve their objectives.
According to prior research, commitment can be approached from 
psychological, behavioral, and structural viewpoints. Psychological 
commitment is concerned with expectations, challenges, and conflicts. 
Behavioral commitment includes irrevocable and volitional acts. Structural 
commitment can be explained as sunk cost, tenure in the organization, and 
lack of opportunity to leave.32) Rashid et al. insisted that “Commitment 
has also been defined in terms of a belief in, and acceptance of, the 
goals and values of the organization and/or profession, a willingness 
to exert considerable effort on behalf of the organization and desire to 
attain membership in the organization.”33) Allen and Mayer maintain that 
commitment is a psychological state which decides the relationship between 
an individual and an organization and has an implication as a decision for 
34) They state that it has three 
28) Becker and Homburg (1999), pp. 17-41; Elg (2003), pp. 107-117; Kohli and Jaworski (1990), pp. 1-18.
29) Elg (2003), pp. 107-117; Helfert et al. (2002), pp. 1138-1139.
30) Kohli and Jaworski (1990), pp. 1-18; Kohli et al. (1993), pp. 467-477.
31) Caruana and Calleya (1998), pp. 108-116.
32) Lin and Hsieh (2002), pp. 151-165.
33) Rashid et al. (2003), pp. 708-728.
34) Allen and Meyer (1993), pp. 49-61.
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factors: affective, continuance, and normative. The first refer to emotional 
attachment, unification, and participation to objectives of an organization. 
Strong affective commitment means that an individual wants to remain in an 
organization and he or she accepts the values and aims of the organization. 
The second is concerned with the recognition which is connected with leaving 
an organization. If there is a small number of staff in an organization, the 
commitment of the employees to their employer will be increased. The third 
is the creation of a climate of commitment following the social, cultural, and 
personal experience of an organization. In other words, if family or friends 
have a high level of commitment to an organization, members of their family 
or friends will also have a strong normative commitment to it.
According to Lamsa and Savolainen, commitment can be divided into 
an approach to attitude and an approach to behavior. The former focuses 
on the relationship of members to an organization.35) This is regarded as a 
psychological state and considers whether the objectives of the members 
correspond with those of the organization. The latter means that an individual 
is committed to a path containing various acts. This is concerned with a 
process in which people participate in an organization and recognition of the 
process is important to commitment. The former focuses on the relationship 
between members of an organization, whereas the latter concentrates on 
individual behavior. The focus of this research is the relationship between 
firms because this research focuses on the commitment of staff in port 
attitude).
Commitment is a psychological state which decides the relationship 
between a firm and its workforce. It has an implication from the viewpoint 
of the employees in an organization.36) Cohen37) and Geiger38) have found 
positive relationships between commitment and performance. Miller and Lee 
have found a positive relationship between organizational commitment and 
return on assets.39) Rashid et al. have also found that corporative culture and 
organizational commitment have an effect on performance.40) This means 
that organizational commitment is seen as having a positive influence on 
35) Lamsa and Savolainen (2000), pp. 297-306.
36) Meyer and Allen (1997), p. 157.
37) Cohen (2000), pp. 5-31.
38) Geiger (1998), pp. 165-177.
39) Miller and Lee (1999), pp. 579-593.
40) Rashid et al. (2003), pp. 708-728.
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organizational performance. These viewpoints can be directly applied to 
III. Research Model and Methodology
1. Research model
This research will ascertain whether the market orientation of port logistics 
firms, such as their behavior level and relationship level, has an effect 
on relationship commitment and relationship effectiveness. The research 
model has a number of variables regarding market orientation: intelligence 
generation, intelligence dissemination, and responsiveness at a behavior 
level and resource availability, coordination, capability, and exchange at a 
relationship level. In addition, relationship commitment is connected with 
work commitment with shippers and relationship effectiveness is divided 
into sales effectiveness, performance development effectiveness, and market 
development effectiveness. These can be seen in the research model in 
<Figure 1>.
<Figure 1> Research Model
Behavior Level
Relationship Level Commitment
Generation
Dissemination
Responsive
Coordination
Capability
Exchange
Resource
Availability
Sales
Effectiveness
Performance
Development
Market
Development
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2. Research hypotheses
Research on market orientation has been variously carried out following 
studies by Kohli and Jawarski41) and Naver and Slater.42) In particular, 
study of the market orientation of port logistics firms.43) One characteristic 
of the research is that market orientation has a direct effect on performance. 
internally, change their process to meet customer needs, and then enhance 
their commitment to customers.44) If port logistics firms identify the needs 
long-term relationships through enhancing their level of commitment to the 
shippers. Therefore, port logistics firms recognize market orientation as a 
necessarily factor in maximizing long-term benefits in accordance with the 
coordination of resources between departments for creating superior customer 
value.45)
in fulfilling customer needs through internalizing external intelligence. The 
firms which make a market-focused effort perceive service as a necessary 
factor in enhancing customer satisfaction. They can understand shippers’ 
needs, enhance relationships with them through market orientation, increase 
their level of relationship commitment with shippers, and respond to customer 
needs better than their competitors.46) Therefore, port logistics firms which 
provide superior services for shippers through market orientation can enhance 
their level of relationship commitment with shippers.
H. 1 Market orientation of the behavior level of port logistics firms has a positive 
41) Kohli and Jaworski (1990), pp. 1-18.
42) Naver and Slater (1990), pp. 20-35.  
43) Agarwal et a. (2003), pp. 68-82 ; Esteban et al. (2002), pp. 1003-1021 ; Guo (2002), pp. 1154-1163 ; McNaughton et al. (2002), 
      pp. 990-1002 ; van Egeren and O’Commer (1998), pp. 39-58.
44) Caruana et al. (1997), pp. 294-303.
45) Bae and Yun (2009), pp. 293-319.
46) Auahene-Gima (1995), pp. 275-293.
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H. 2-3 Capability that solves conflicts has a positive influence on relationship 
commitment.
Commitment that creates superior customer value is recognized as 
a necessary factor in the effectiveness between firms in supply chain 
In this situation, the achievement of customer value through relationship 
commitment is a condition precedent to the improvement of performance and 
can provide the basis for achieving qualitative performance indices through 
enhancing service quality as well as quantitative performance indices such as 
Relationship commitment is regarded as the root of a competitive advantage 
and is an internal condition precedent to achieving efficiency in a supply 
chain process. It has a positive influence on the relationship between firms 
through the activities between firms, such as market orientation. Therefore, 
relationship commitment is affected by market orientation as the activities 
To examine this from the viewpoint of port logistics firms as logistics 
could adjust logistical processes to fit customer needs through enhancing 
relationships with shippers. These firms can form a better relationship and 
bond with shippers more effectively compared with their competitors. They 
can increase cooperation and adjust logistical processes with shippers through 
communication and relationship effectiveness can then be enhanced. They 
can also maintain superior customer service, which is connected with high 
performance.47) Furthermore, a high level of customer service has a positive 
influence on organizational benefits and other financial performance.48) 
connected with high relationship effectiveness.
47) Bowen and Hedges (1993), pp. 21-28. 
48) Greising (1994), pp. 54-59 ; Reichhold and Dasser (1990), pp. 105-111 ; Rust et al. (1995), pp. 58-70 ; Zeithaml et al. (1996), pp. 31-46.
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H. 3 Relationship commitment of port logistics firms has a positive influence on 
relationship effectiveness.
effectiveness.
H. 3-3 Relationship commitment has a positive influence on market development 
effectiveness.
predicting variances in market requirements and better responding to market 
requirements compared with competitors to enjoy superior benefits and a 
sustainable competitive advantage.49) This can be divided into a behavior 
level and a relationship level: the former involves intelligence generation, 
intelligence dissemination, and responsiveness and the latter is related to 
resource availability, coordination, capability, and exchange.
follows. Intelligence generation is the starting point of market orientation 
and includes the analysis of the external environment to gather market 
intelligence which has an influence on customer needs and preferences. 
Intelligence dissemination efficiently reacts to market needs through 
substantial participation of all departments within a firm. Responsiveness 
involves choosing a target market, provides customers with products and 
distributes, and promotes products and services for acquiring the friendly 
contact for identifying customer needs (mar1), internal meeting for identifying 
customer needs (mar2), unofficial contact with partners for identifying 
identifying customer needs (mar4), regular investigation of variance in the 
business environment (mar5), meeting concerned with environmental variance 
(mar6), discussion of customer needs and preference with business partners 
(mar7), subscribing to periodical publications which identify customer 
information (mar8), recognition by all staff of customer complaints (mar9), 
sharing customer information with all staff (mar10), the ability to attain any 
49) Kohli and Jaworski (1990), pp. 1-18 ; Kohli et al. (1993), pp. 467-477 ; Gray et al. (1998), pp. 884-903.
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special requirements (mar11), common management of customers through 
customer service (mar12), discriminative service for core customers (mar13), 
providing services to meet customer requirement (mar14), and the fast solving 
of complaints (mar15). All items are checked for perceptions of respondents 
on a 7 point Likert scale.
The operational definitions of market orientation as a relationship level 
are as follows. Resource availability is measured by the usage of IT/IS on 
customer relationships (rel1), information sharing on customer relationships 
(rel2), capability of usage of the market information concerned with customer 
relationships (rel3), information sharing on strategic goals concerned with 
customer relationships (rel4), and time consumption for acquiring information 
concerned with customer relationships (rel5). Coordination is measured by 
discussing the methods of cooperation in mutual relation with customers 
(rel6), adjusting mutual work with customers (rel7), and discussion regarding 
achieving the objectives of relationships with customers (rel8). Capability that 
problems peacefully when there is conflict in relationships with customers 
(rel11). Exchange is measured by close contact with customers to answer 
customers’ special requirements (rel12), a quick response when customers 
for information exchange (rel14), and looking for solutions with customers 
when there are problems (rel15).50) All items are checked for perceptions on a 
7 point Likert scale.
Relationship commitment means efforts made between firms to develop 
cooperative relationships in a supply chain.51) It can be checked by the value 
in long-term relationships with shippers (com2), importance of maintaining 
long-term relationships with shippers (com3), making an effort to provide 
shippers with better services (com4), and making an effort to maintain 
relationships with shippers (com5). All items are checked for perceptions on a 
7 point Likert scale.
50) Becker and Homburg (1999), pp. 17-41 ; Elg (2003), pp. 107-117 ; Helfert et al. (2002), pp. 1119-1139. 
51) Chu and Fang (2006), pp. 224-228 ; Morgan and Hunt (1994), pp. 20-38.
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Relationship effectiveness means sales effectiveness, performance 
development effectiveness, and market development effectiveness.52) Sales 
effectiveness is measured by high turnover with customers (per1), continued 
maintenance of transactions with customers (per2), continued supply of 
Performance development effectiveness is measured by the development of 
new or improved offerings with customers (per5), the use of customers for 
testing new offerings (per6), the use of customers for generating new offer 
ideas (per7), and the use of customers’ know-how for improving existing 
offerings (per8). Market development effectiveness is measured by image 
improvements through collaboration with customers (per9), contacts with new 
customers through present customers (per10), information regarding potential 
customers from present customers (per11), and the joint appearance with 
present customers for potential customers (per12). All items are checked for 
perceptions on a 7 point Likert scale.
(2) Sampling and data collection methods
logistics services in a port. The sample frame is ascertained through the 
membership list of the Busan Port Authority and a survey performed with 
The respondent to the questionnaire is a staff member of the management 
department of port logistics firms. They have a great deal of practical 
experience in this field and this can reflect the objectives of this research 
extremely well.
The questionnaires were collected by mail, email, telephone, facsimile, and 
personal visits. Before data collection, the researcher numbered the whole 
firms in the population in order and extracted 1,000 firms using a sample 
extracting method by SPSS. Before the survey, the researcher contacted with 
each sample firm by telephone and asked whether they respond the survey. 
Respondents answered to the questionnaire by one of the methods as above 
in conformity with their preference. The period taken for the survey was 
from February 2011 to April 2011 and 187 questionnaires were collected 
contained problems such as errors and omissions.
52) Helfert et al. (2002), pp. 1119-1139.
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(3) Methodology for analysis
This research used various methods for ascertaining the relationships 
between variables on the basis of the collected questionnaires. First, 
analysis. Reliability means the possibility of obtaining the same results when 
measurement is repeated. The reliability in this research was checked through 
internal consistency of various measurement methods. The reliability of 
by Nunnally,53) and if a coefficient is over 0.6, reliability is good. Validity 
This research used an exploratory factor analysis and a confirmatory factor 
analysis of the various methods that were used for measuring validity. An 
exploratory factor analysis was used to extract items that hindered the validity 
of the measurement according to three criteria: over 0.5 in a factor loading 
in AGFI, over 0.9 in CFI, over 0.9 in NFI, over 0.9 in IFI and below 0.08 in 
RMSEA.
Second, the causal links between variables were checked by the analysis 
of a structural equation model. This is statistical methodology which is used 
in testing hypothesis in accordance with a method of multivariate analysis 
for verifying systematic theory on some phenomena. It also represents an 
equation model for identifying a causal link between a measuring model 
and a structural model. This involves a so-called covariance structural 
equation model, which means a statistical method which is able to analyze 
an experienced causal link through a theoretical causal link and is used as 
a measuring index between constructs. It has composite forms to combine 
a factor analysis with a regression analysis for the analysis of a causal 
relationship. The researcher used SPSS 18.0 and AMOS 18.0 for analyzing 
the gathered data.
53)Nunnally (1978).
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IV. The Results of Empirical Tests
1. The result of the descriptive statistical analysis
This research analyzed 182 sets of data and the classification by types of 
Division Liners Loadingunloading
Bonded
transporters
CY/
CFS
Customs
brokers Forwarders Warehouse others Total
Frequency 28 7 16 6 46 43 25 11 182
Rate (%) 15.4 3.9 8.8 3.3 25.3 23.6 13.7 6.0 100
The classification reflects the character of the sample firms. As shown in 
<Table 1>, 46 firms (25.3%) were customs brokers, representing the group 
with the largest number; six firms (3.3%) were CY/CFS, containing the 
with port logistics, including local transportation firms, inspection firms, 
k GX XTZ ZT\ \TXW GXW uG {
m  \Y X_ YY Y` X] [\ X_Y
yGOLP Y_U] `U` XYUX X\U` _U_ Y[U^ XWW
they treat annual turnover as strictly confidential. Next is the result of the 
correlation analysis.
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<Table 3> The result of a correlation analysis
var ave S.D. gen dis res ava coo cap exc com sal dev
gen 4.768 1.337 1.000
dis 5.044 1.258 0.691 1.000
res 5.245 1.300 0.631 0.672 1.000
ava 4.601 1.370 0.571 0.613 0.447 1.000
coo 4.978 1.358 0.712 0.679 0.700 0.628 1.000
cap 5.179 1.371 0.502 0.606 0.637 0.581 0.597 1.000
exc 5.117 1.284 0.597 0.647 0.745 0.553 0.755 0.630 1.000
com 5.563 1.365 0.532 0.634 0.789 0.457 0.593 0.602 0.793 1.000
sal 4.571 1.315 0.591 0.520 0.464 0.392 0.491 0.288 0.438 0.335 1.000
dev 4.431 1.412 0.687 0.607 0.513 0.617 0.569 0.399 0.501 0.383 0.682 1.000
* var : variables, ave: average, S.D.: standard deviation, gen: intelligence generation, dis: intelligence 
dissemination, res: responsiveness, ava: resource availability, coo: coordination, cap: capability, exc: 
exchange, com: commitment, sal: sales effectiveness, and dev: development effectiveness.
As shown in <Table 3>, the relationships between the variables are 
relationships between the independent variables are strong and this means that 
the relationships have an issue regarding multicollinearity; the other is that the 
relationships between the independent variables and dependent variables are 
strong and this means that the former explain the latter very well. Next is the 
result of analyzing the multicollinearity.
<Table 4> The result of multicollinearity
  thT}pm
 WUZ`\ YU\Y`
 WUZ]\ YU^[W
 WUZYZ ZUW`Y
 WU[^X YUXY[
 WUY_` ZU[]Y
 WU[]X YUX^W
 WUZX` ZUXZY
Multicollinearity analysis has two criteria: tolerance and MAX-VIF. If the 
former is over 0.1 and the latter is below 10.0, there are no problems regarding 
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milticollinearity. As shown in <Table 4>, all tolerance coefficients fit the 
this research has analyzed the reliability and validity of the collected data.
2. The results of analyzing the reliability and validity of the measuring items
Before analyzing the causal links, the reliability and validity were tested. 
The result is as follows.
<Table 5> The results of analyzing the reliability and validity of
the exogenous latent variables
variables Factor 1(exc)
Factor 2
(gen)
Factor 3
(ava)
Factor 4
(res)
Factor 5
(coo)
Factor 6
(cap)
Factor 7
(dis)
Cronbach 
alpha
mar1
mar2
mar3
mar4
0.191
0.266
0.231
0.203
0.744
0.680
0.746
0.806
0.119
0.264
0.230
0.238
0.357
0.355
0.297
-0.025
0.127
0.108
0.109
0.217
0.239
0.050
0.085
0.094
0.240
0.280
0.202
-0.077
0.904
mar7
mar8
mar9
0.371
0.203
0.205
0.226
0.189
0.321
0.141
0.494
0.175
0.317
0.217
0.143
0.245
0.065
0.343
0.163
0.237
0.193
0.666
0.657
0.572
0.874
mar11
mar13
mar14
mar15
0.198
0.457
0.471
0.381
0.288
0.208
0.143
0.184
0.084
0.260
0.206
-0.020
0.725
0.686
0.690
0.682
0.126
0.175
0.287
0.159
0.305
0.014
0.143
0.245
0.208
0.019
0.115
0.266
0.909
rel1
rel2
rel3
0.163
0.223
0.151
0.221
0.225
0.235
0.728
0.739
0.715
0.159
-0.007
-0.033
0.151
0.320
0.386
0.338
0.150
0.306
0.017
0.049
0.161
0.888
rel6
rel7
rel8
0.342
0.389
0.471
0.288
0.353
0.387
0.050
0.340
0.228
0.270
0.269
0.192
0.611
0.560
0.562
0.266
0.142
0.123
0.305
-0.043
0.120
0.900
rel9
rel10
0.284
0.331
0.235
0.018
0.359
0.178
0.235
0.280
0.187
0.051
0.648
0.765
0.126
0.173 0.826
rel12
rel13
rel14
rel15
0.825
0.579
0.791
0.758
0.188
0.312
0.230
0.121
0.204
0.158
0.256
0.113
0.239
0.192
0.218
0.239
0.139
0.329
0.201
0.193
0.146
0.151
0.024
0.333
0.084
0.164
0.149
0.172
0.914
eigenvalue 4.830 4.596 3.936 3.513 3.172 2.132 2.117 -
Dispersion
(%) 16.100 15.321 13.121 11.709 10.573 7.107 7.058 -
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factor is intelligence generation, with four items. The third factor is resource 
availability, which has three items. The fourth factor is responsiveness, 
factor is capability, which has two items. The seventh factor is intelligence 
dissemination, which has three items. Next are the results of analyzing the 
reliability and validity of the internal latent variables
<Table 6> The results of analyzing the reliability and validity of
the endogenous latent variables
variables Factor 1(dev)
Factor 2
(com)
Factor 3
(sal) Cronbach alpha
com1
com2
com3
com4
com5
0.129
0.110
0.069
0.130
0.252
0.864
0.931
0.869
0.906
0.830
0.161
0.036
0.183
0.182
0.187
0.948
per1
per2
per4
0.197
0.299
0.444
0.184
0.274
0.363
0.863
0.770
0.668
0.853
per5
per6
per7
per8
per9
per10
per11
per12
0.654
0.793
0.837
0.779
0.754
0.733
0.831
0.824
-0.218
0.200
-0.004
0.293
0.352
0.380
0.315
0.122
0.343
0.177
0.229
0.048
0.197
0.176
0.117
0.123
0.928
eigenvalue 5.839 4.686 2.303 -
dispersion (%) 34.348 27.565 13.544 -
As shown in <Table 6>, there are three variables: development effectiveness, 
relationship commitment, and sales effectiveness. However, development 
effectiveness was originally divided into performance and market but they 
were integrated as a single variable following the result of the analysis. None 
of the variables had any problems in conformity with the measuring criteria. 
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items estimate S.E. C.R. P factor loading
mar1
mar2
mar3
mar4
1.079
1.069
1.168
1.000
0.093
0.092
0.103
-
11.647
11.587
11.306
-
0.000
0.000
0.000
-
0.905
0.931
0.877
0.688
mar7
mar8
mar9
1.017
0.921
1.000
0.071
0.070
-
14.240
13.141
-
0.000
0.000
-
0.842
0.797
0.849
mar11
mar13
mar14
mar15
0.957
0.985
1.000
1.000
0.074
0.071
0.062
-
13.006
13.896
16.067
-
0.000
0.000
0.000
-
0.802
0.829
0.913
0.827
rel1
rel2
rel3
0.922
0.840
1.000
0.062
0.056
-
14.776
14.901
-
0.000
0.000
-
0.819
0.813
0.903
rel6
rel7
rel8
0.794
0.968
1.000
0.048
0.054
-
16.385
18.026
-
0.000
0.000
-
0.835
0.871
0.920
rel9
rel10
1.246
1.000
0.105
-
11.870
-
0.000
-
0.909
0.780
rel12
rel13
rel14
rel15
0.976
0.818
0.997
1.000
0.057
0.065
0.059
-
17.126
12.570
16.871
-
0.000
0.000
0.000
-
0.888
0.790
0.871
0.880
The fitness indices are as follows: the chi square = 218.945, the degree 
of freedom = 132, the p-value is supported, Q = 1.659, GFI = 0.909, AGFI 
= 0.810, CFI = 0.978, NFI = 0.948, IFI = 0.979, and RMSEA = 0.060. 
The p-value is supported and this means that the character of the sample 
is different from the character of the population. The criterion for a factor 
of the indices, excluding the p-value. The result of the confirmatory factor 
analysis of the internal latent variables is as follows in <Table 8>.
Q = 2.058, GFI = 0.926, AGFI = 0.843, CFI = 0.973, NFI = 0.951, IFI = 
0.974, and RMSEA = 0.076. The p-value is also supported and this means 
have no problems according to the results. Therefore, the reliability and 
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links, excluding the p-value.
items estimate S.E. C.R. P Factor loading
com1
com2
com3
com4
com5
0.936
1.071
0.964
0.119
1.000
0.059
0.066
0.062
0.061
-
15.854
16.219
15.550
18.376
-
0.000
0.000
0.000
0.000
-
0.845
0.899
0.854
0.944
0.849
per1
per2
per4
0.510
0.697
1.000
0.093
0.095
-
5.509
7.307
-
0.000
0.000
-
0.555
0.613
0.754
per5
per6
per7
per8
per9
per10
per11
per12
0.679
0.933
0.924
0.917
0.861
1.001
0.888
1.000
0.090
0.077
0.080
0.077
0.066
0.076
0.062
-
7.555
12.098
11.615
11.904
13.072
13.250
14.372
-
0.000
0.000
0.000
0.000
0.000
0.000
0.000
-
0.542
0.780
0.767
0.777
0.823
0.838
0.877
0.816
3. The results of testing the hypotheses
To achieve the objectives of this research, this study analyzed data collected 
<Table 9> The results of analyzing the causal links between the variables
H. path estimate S.E. C.R. P result
1-1 -0.019 0.098 -0.194 0.846 rejected
1-2 0.280 0.098 2.863 0.004 supported
1-3 0.558 0.120 4.640 0.000 supported
2-1 0.083 0.074 1.130 0.259 rejected
2-2 0.203 0.095 2.141 0.032 supported
2-3 0.249 0.111 2.233 0.026 supported
2-4 0.591 0.103 5.742 0.000 supported
3-1 0.481 0.074 6.483 0.000 supported
3-2 0.363 0.070 5.127 0.000 supported
The fitness indices are as follows: chi square = 1921.371, the degree of 
freedom = 575 (the p-value is supported), Q = 3.342, GFI = 0.684, AGFI 
= 0.572, CFI = 0.828, NFI = 0.776, IFI = 0.831, and RMSEA = 0.114. 
126
The Effect of Market Orientation on Relationship Commitment
and Relationship Effectiveness of Port Logistics Firms 
and in turn the character of the sample does not fit the character of the 
population. This can also be explained by the results being applied only in the 
As shown in <Table 9>, intelligence generation and availability have no 
influence on relationship commitment. The other independent variables, 
such as intelligence dissemination, responsiveness, resource availability, 
coordination, capability, and exchange, have a positive influence on 
relationship commitment and commitment also has a positive influence on 
sales effectiveness and development effectiveness.
4. Discussion
The implications of the result are as follows. First, intelligence dissemination 
and responsiveness as a market orientation of a behavior level have a positive 
influence on relationship commitment (H. 1-2 and 1-3 supported). This 
suggests that intelligence generation alone has no direct effect on relationship 
commitment but if good use is made of the intelligence in an internal aspect 
be connected with the efficiency of the whole system. An efficient system 
can increase the quality of relationships with customers and also provides a 
background to be absorbed in mutual relations. Therefore, staff shares the 
connected with more streamlined processes between firms followed by the 
Second, coordination, capability, and exchange as the market orientation 
Coordination has a positive influence on relationship commitment (H. 2-2 
supported). Port logistics firms and their customers increase understanding 
during mutual works and demonstrate a cooperative attitude through adjusting 
to mutual relationships. These high concerns and the recognition of mutual 
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work are connected with relationship commitment. In addition, common 
goals and flexible works of cooperation through adjusting disharmonized 
work between them become precedent conditions of commitment. Therefore, 
they can enhance relationship commitment through mutual cooperation, 
works adjustment, and identical recognition of goals. Capability has a positive 
also be the background to share mutual benefits and they concentrate on 
commitment (H. 2-4 supported). If customers have a special requirement 
of port logistics processes, port logistics firms achieve it and this has a 
positive influence on mutual relationships. In addition, port logistics firms 
instantly respond to the problems which are contained in the complaints of 
customers or some problems in the relationships between them and this is the 
background to concentrating on mutual relationships. Therefore, coordination, 
capability, and exchange in the relationship between them have a positive 
Third, relationship commitment has a positive influence on sales 
effectiveness and development effectiveness. Relationship commitment has 
maintenance of long-term relationships with customers can create a positive 
climate in the relationship between port logistics firms and customers and 
enhance trust in customer service. In addition, mutual effort in improving 
the relationship has a positive influence on sales through the participation 
of customers in the development of new services. Therefore, port logistics 
firms can enjoy a high level of benefits if they enhance their relationship 
commitment with customers. Relationship commitment has a positive 
influence on development effectiveness (H. 3-2 supported). Port logistics 
firms can develop new logistics services through long-term relationship 
commitment with customers. The services can be connected with high 
also secure new customers as well as potential customers through relationship 
commitment and in this situation existing customers can perform an important 
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role concerned with securing these customers. Therefore, port logistics 
commitment with customers.
V. Conclusion
 
The objectives of this research were to identify the behavior of the 
relationship management of port logistics firms through market orientation 
and to suggest the methods of relationship management with customers. 
To achieve the objectives, this research developed variables through 
examining prior research, suggested conceptual and operational definitions 
of the variables, and explained the relationships between the variables. The 
the membership list of the Busan Port Authority. The method of sampling 
used was random sampling and 1,000 firms were selected from the sample 
the analysis. The results of the analysis are as follows.
First, the theoretical implications of this research are as follows. Market 
behavioral perspective,54) cultural perspective55) and systematic perspective.56) 
The first is focused on behavior and activity which have an influence on 
the market orientation of firms.57) The second is treated as organizational 
culture.58) The third is conceptualized as a superior design of organizational 
systems which includes competitors and customers.59) There is an overlap 
of perspective with market orientation for all three perspectives but each 
has a certain characteristic. However, an organizational cultural perspective 
has two disadvantages: the excessive internal focus of a firm and the lack 
of recognition of the flow of market intelligence. Therefore, this research 
considered a behavioral perspective and a systematic perspective on market 
orientation. In addition, the relationship between market orientation and 
54) Kohli and Jaworski (1990), pp. 1-18.
55) Naver and Slater (1990), pp. 20-35.
56) Becker and Homburg (1999), pp. 17-41.
57) Lancaster and Velden (2004), pp. 343-365 ; Panayides (2004), pp. 42-68.
58) Naver and Slater (1990), pp. 20-35.
59) Helfert et al. (2002), pp. 1119-1139
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performance has a direct causal link and, on the other hand, is intermediated 
situation, this research considered the intermediation effect of relationship 
commitment between market orientation and performance. Therefore, this 
research suggested an integrated model for market orientation, relationship 
commitment, and relationship effectiveness and tested empirically the 
relationship between the variables. The results of this research will become a 
Second, the managerial implications of this research are as follows. For port 
logistics firms which pursue a cooperative relationship between firms, it is 
solutions to customer needs through improving relationships with customers 
processes and effective relationships with customers through enhancing 
their external processes. They can achieve a systematic performance as well 
as an internal organizational performance which are in accordance with the 
acquisition of internal and external relationships. In addition, they should 
educate staff to focus on the relationship commitment between firms. This 
can produce various forms of performance. According to the results of this 
research, relationship commitment can increase annual turnover, cultivate a 
market, and develop new services. This higher level of performance can be 
Third, the limitations of this research are suggested as being twofold. One 
the problem could be solved if the researcher gathered more data because 
a chi-square coefficient responds to the amount of data. The other is that 
of the definitions come from research relating to manufacturing firms. To 
solve the problem, researchers should develop conceptual and operational 
these firms and comparing the characteristics of manufacturing firms with 
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actual services of port logistics firms. There are a number of port logistics 
processes and there are a great number of processes between firms than 
there are internal processes. The development of the variables which are 
addresses the limitations is required in the future and is recommended to 
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